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The measurement of customer relationship management (CRM) performance is very necessary to find out how 
much the level of performance of CRM in the company. CV. Lestari Motorindo Jaya Indralaya is a CV that is 
engaged in the sale of motorcycles, spare parts, and Honda motorcycle services located in Ogan Ilir Regency. The 
purpose of this study is to Evaluate and Also know the performance of CRM on CV. Lestari Motorindo Jaya 
Indralaya by using the CRM Scorecard. There are four perspectives on the CRM Scorecard method items, namely 
customer value, customer satisfaction, customer interaction, and customer knowledge. CRM performance 
measurement results in CV. Lestari Motorindo Jaya Indralaya is 3,937 in the Likert scale means having good 
performance. The measurement results that have low values are found in the customer interaction perspective, the 
which is 2.75. 
Keywords: Customer Relationship Management (CRM), CRM Scorecard, Performance Measurement. 
 
1. INTRODUCTION 
Technology and information that is growing in line with the times today demanded all aspects of life 
should be ready with all the changes and updates to existing. The current technology is very helpful and the ease 
in running the activities of daily life. Similarly, the technology is very helpful, also current information is obtained 
from a variety of media and can certainly facilitate the search desired information. By looking at the various 
facilities this time so many companies that participated in utilizing information technology to support operational 
activities of the company and helps the company produce a variety of policies, strategies, and the decision that 
companies can compete. 
Demand for vehicles as a means of transportation is increasing. It can be seen from the increasing 
economic growth impact on improving people's welfare. As well as the increasing growth of the population of the 
community activity has increased as well, because it is so encouraging increased use of a motor vehicle because it 
can help people in performing everyday activities. 
The increasing demand for motorcycle making enterprise competition is also increasing. So that 
companies can continue to compete, companies must continue to innovate, improve customer service and improve 
the quality of goods and services. With the increasing competition among the companies required to continuously 
improve sales strategies in order to compete. 
According to Yahya (in (Mawarni et al., 2015)) The management of relationships with customers or 
Customer Relationship Management (CRM) is a comprehensive business strategy in a company that allows the 
company to effectively manage relationships with customers. CRM helps companies identify customer profiles 
and can gain a deep understanding of customers about what is favorable or unfavorable so that companies can 
implement appropriate promotional programs to retain customers. 
Customer Relationship Management (CRM) is a process of obtaining, maintaining and improving 
relationships with customers in order to create value for customers, so that customers are satisfied and can 
maximize profits for the company in order to gain a competitive advantage, paying attention to every product 
quality in order to provide customer satisfaction (Nugraha et al., 2017), CV. Lestari Motorindo Jaya Indralaya is 
one of the selling dealer and authorized repair shop honda motorcycles which are in Ogan Ilir. CV. Lestari 
Motorindo Jaya Indralaya currently have implemented the concept of Customer Relationship Management in 
running the company's long-term strategy. However, Customer Relationship Management is necessary in the 
evaluation of its application for the company to determine the performance of Customer Relationship 
Management. The method can be used to measure the performance of Customer Relationship Management is a 
CRM Scorecard. Methods CRM Scorecard is a framework used to determine the successful implementation of 
Customer Relationship Management. CRM performance measurement is used to provide feedback in the form of 
changes to the new initiative on CRM strategy.(Mahmudi and Ngadenan, 2017)) CRM Scorecard is an important 
component of an information system in an organization, and is used to evaluate the strategy and business 




In evaluating Customer Relationship Management, CV. Lestari Motorindo Jaya Indralaya using PU 
Niguri to see the report from the existing CRM. However, the application of Customer Relationship Management 
at CV. Lestari Motorindo Jaya Indralaya encountered problems, namely a decrease in the number of customers 
who make purchases honda motorcycle last few months. And also the increasingly fierce competition today 
because not only compete against other brands but there is also a competition with the Honda brand company in 
Ogan Ilir demanding CV. Lestari Motorindo Jaya to continue to improve the company's strategy. Then the lack of 
promotional information on the CV. Lestari Motorindo Jaya Indralaya, for the delivery of the information is still 
using the brochure. In evaluating Customer Relationship Management at CV. Lestari Motorindo Jaya Indralaya 
using PU Niguri company has a constraint for Customer Relationship Management is not running at 100% makes 
the evaluation a little inhibited. So instead, it required a measurement of the performance of CRM in order to 
evaluate its implementation and can increase the company's strategy. 
Based on the background described above, the authors are interested in conducting research on these 
issues into a report thesis with the title "Performance Measurement Customer Relationship Management (CRM) 
CRM Method Using Scorecard at CV. Lestari Motorindo Jaya Indralaya ". 
, 
1.2 Benefits Research 
 The benefits of this research are as follows: 
1. Can help CV. Lestari Motorindo Jaya Indralaya in enhancing and improving the performance of Customer 
Relationship Management. 
2. Can help CV. Lestari Motorindo Jaya Indralaya to improve Customer Relationship Management strategy. 
 
1.3 Scope of Problems 
 To be the subject of research and this thesis does not deviate from the scope of the problem, the authors limit the 
scope of issues to be discussed are as follows: 
1. This thesis discusses only the measurement of the performance of Customer Relationship Management at 
CV. Lestari Motorindo Jaya Indralaya. 
2. Performance measurement method using a CRM Customer Relationship Management Scorecard with four 
customer-oriented perspective including customer value, customer satisfaction, customer interaction and 
customer knowledge. Where the determination of the weighting assisted by pairwise comparison method, 
whereas for assessment using a Likert scale. 
2. LITERATURE REVIEW 
2.1 Research Accomplished 
The author takes a couple of references used as consideration in formulating this thesis, such as by 
research conducted by (Mahmudi and Ngadenan, 2017)ie by measuring the performance of Customer Relationship 
Management (CRM) can increase the customer satisfaction and loyalty in the Cooperative Batik Lasem. The 
methods band is used in measuring the performance of Customer Relationship Management (CRM) is the CRM 
Scorecard and OMAX, where there are four perspectives in the CRM Scorecard is Customer Value, Customer 
Satisfaction, Customer Interaction, and Customer Knowledge. 
Furthermore, the research conducted by (Ibrahim et al., 2017)Customer Relationship Management on the 
impact of the service, which in an era of technological development and high levels of competition should be able 
to apply Customer Relationship Management (CRM) to improve services. Due to the CRM then an organization 
can survive in the intense competition. Where appropriate model in the implementation of CRM is to conduct 
interviews and questionnaires. According to(Soltani et al., 2018) linkages between customer orientation and 
organizational ability, information technology, and customer knowledge management has been recognized as one 
of the key factors for the success of CRM and all the factors directly affect the performance of the organization. 
later studies (Kim et al., 2003)entitled A Model For Evaluating The Effectiveness of CRM Using The Balanced 
Scorecard which in this study developed a model to evaluate CRM using CRM evaluation framework. Each was 
evaluated by metrikyang proper perspective. The perspective used in CRM Scorecard is Customer Value, 
Customer Satisfaction, Customer Interaction, and Customer Knowledge. Among the four perspective, the 
perspective of customer satisfaction is the most important because customer satisfaction is directly related to the 
company's revenue. Customer satisfaction is measured using a questionnaire using Service Quality. Approaching 
the author of research undertaken now that the Performance Measurement Customer Relationship Management 
(CRM) and CRM Scorecard Method Using CRM Scorecard is based on four perspectives which in the perspective 
of having attributes different from previous studies. Expectations from this study also that corporate leaders can 
know and evaluate the performance of CRM to improve a CRM strategy in the future. 
 




 Customer Relationship Management(CRM) or customer relationship management is a type of management 
that specifically discusses the theory about how to handle the relationship between companies and customers with 
the aim of increasing the company's value in the eyes of its customers. CRM embraces all aspects of dealing with 
prospects and customers today(Puspa and Sugiana, 2018), CRM is a tool and strategy for managing customer 
interactions using technology to automate business processes. CRM consists of the activities of sales, marketing 
and customer service activities(Ansari et al., 2018), As a business strategy, CRM strives to meet the needs and 
preferences of customers, to be considered as different and unique(D. Peppers and Rogers, 2016), CRM is a 
customer-oriented business strategy that concentrates on improving the level of customer satisfaction and customer 
loyalty by providing more personalized service and customized to customer(Farhan et al., 2018), 
 
2.3 Phase of Customer Relationship Management 
This phase of the CRM cycle can be explained as follows (Nugroho and Santoso, 2015): 
1. Acquire, the process of acquiring a new relationship is to get new customers that can be realized in various 
strategies. Keywords can be associated with this phase is differentiation, innovation, and comfort 
(convenience). 
2. Retain, retaining customer relationship is the phase where the organization is pursuing a strategy to retain 
customers by improving service. Customer retaintion become an important strategy for the company because 
of choice for more and more customers are created by many service provider organizations (competitors). 
The keywords that can be associated with this phase is adaptability, listening, and Responship. 
3. expansion, is the time to establish a good relationship that has existed with the customer, to always listen to 
customers and serve them well, creating a loyal customer to the product / service organization. Some 
keywords that can be associated with this phase is loyalty, reduce costs, and customer service. 
2.4 Performance Measurement 
Performance of the organization / company is aan overview of the level of achievement of the implementation 
of an activity / program / policy in achieving the goals, objectives, mission and vision of the organization / company 
that is contained in the draft strategy of an organization. Performance measurement can be used to assist a firm in 
the decision as a step in enhancing the competitiveness of companies(Abadi et al., 2018),  
According to (Hanuma and Kiswara in (Khotimah et al., 2015)) Performance measurement is a process of 
assessment of the company's goal to be achieved by the company, which is associated with the achievement of 
resource utilization efficiency in producing goods and services, quality, and efficiency measures to achieve the 
desired goal. Understanding the use of information is the key to effective measurement of design elements. The 
core of the measuring element is a template measurement, because it helps gather information, build indicator, 
informing the decision-makers and how to achieve strategic goals(Hugo A et al., 2014), The customer is the sole 
source of income the company's current and future growth(Erdil and Öztürk, 2016), The desired result for a private 
organization is growing, profitable and competitive company. The goal is to satisfy the needs of the customer, 
because the customer is the main source of income(Ioppolo et al., 2012),Measurement of the performance of 
Customer Relationship Management (CRM) is very important for managers to conduct an evaluation of Customer 
Relationship Management (CRM) and planning vision, mission and goals of the future. 
 
2.5 CRM Scorecard 
CRM Scorecardis a framework to determine the successful implementation of Customer Relationship 
Management (CRM). The first step in this Scorecard CRM model is the determination of the vision, mission and 
strategy of CRM. The next is to develop a CRM strategy. The purpose of this step is to find a strategic factor of 
what is most appropriate. Then the next step is to find the relationship between CRM activities with business 
objectives (purpose of business is to increase profits)(Badariah et al., 2010), This method can help to show some 
of the CRM perspective needs to be improved and can improve the efficiency and performance of an 
organization(Mahmudi and Ngadenan, 2017), Methods CRM Scorecardprovide a framework that is used to 
translate the vision, mission and strategikedalam objectives and measures that can be viewed from four 
perspectives. The four perspectives, namely the perspective of customer value, customer satisfaction, customer 
interaction and customer knowledge. 
Model CRM Scorecard obtained in the form of perspectives, strategic objectives, benchmark (measure), 
the target, the weight and scale of assessments. Measurements were performed by collecting data for each 
benchmark will be compared with the target in accordance with the scale. Value will be multiplied by the weight 
to get the final score of the CRM Scorecard. For strategic purposes with a value below the target that needs to be 






In a study conducted by Researchers in developing the system was Prototyping Method.  
 
Figure 1. Model Evaluation of CRM 
Source: (Kim et al., 2003) 
 
In (Pradita and Suhardini, 2018) CRM program for the identification and design of scorecards CRM model, 
the following phases: 
1. Translation CRM objectives into four perspectives CRM Scorecard. 
2. Determination of the strategic objectives of each perspective CRM Scorecard. 
3. Development of CRM Strategy Map. 
Strategy Map CRM describes a causal relationship between the strategic objectives in the perspective of 
customer value, customer satisfaction, customer interaction and customer knowledge. Derived from the 
vision, mission, strategies CV. Lestari Motorindo Jaya Indralaya. 
4. Benchmarks, targets and strategic initiatives. 
After making a complete CRM strategy map is created, then the next step is to design the measurement model 
of CRM strategy by setting benchmarks, targets and strategic initiatives undertaken to achieve strategic 
objectives. 
5. Weighting. 
Weighting was performed using pairwise comparison method or pairwise comparisons.  
6. Normalization weighting of each strategic goal in every perspective. 
After weighting using pairwise comparison method further then normalizing each weight in each of the 
strategic objectives. 
7. Scaling CRM assessment. 
CRM assessment scales used using a Likert scale. 
4. RESULTS AND DISCUSSION 
4.1 Perspective Customer Satisfaction Questionnaire Results 
 Research questionnaire distributed to customers CV. Lestari Motorindo Jaya Indralaya. Followed by 
validity dn reliability on each item the question. Here are the results of the processing of customer satisfaction 
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The above are the results of questionnaires from its low point in waiting facilitiesqueues were comfortable 
with the average value of only 77.68. Furthermore, there is the statementprovides a comprehensive parts and have 
a motorcycle repair history record with the average value of 78.52 each. The third statement with the lowest value 
must be increased because customers have high expectations. For motorcycle queuing facilities service customers 
want comfort in waiting motorcycle serviced. This statement is enhanced by increasing the comfort of the queue 
space such as adding the fan and other supporting facilities such as providing reading books or newspapers. 
Providing comprehensive parts can make customers feel satisfied because customers do not have long to wait 
ordering spare parts to the headquarters first. 
 
4.2 Translation CRM objectives into four perspectives CRM Scorecard 
From the vision, mission, and business strategy undertaken CV. Lestari Motorindo Jaya Indralaya. Do drop 
in vision, mission, and business strategy CRM Scorecard into four perspectives, namely: 
• Perspective Customer Value 
According to Carlson in (Iyer et al., 2018)customer value also includes results / final state and experiences 
for goal achievement process to improve customer satisfaction, CV. Lestari Motorindo Jaya Indralaya provide the 
best service and offers a rapid process in regard to obtaining a vehicle registration and vehicle flat. In addition CV. 
Lestari Motorindo Jaya Indralaya promote the quality of human resources (HR) in providing services to customers. 
Mechanics already have certification in repairing motorcycles. As the third mission, namely availability, are 
always ready and always give the best for the customer. And the second mission that is easy, that simplify the 
entire process of buying motorcycles, parts, and service. 
• Perspective Customer Satisfaction 
Customer satisfaction measurement as an input in the process of continuous improvement and identify ways 
in which companies determine their competitive position(Striteska and Jelinkova, 2015), In accordance with the 
vision of the company which the company is promoting customer satisfaction. Customer satisfaction can only be 




services to customers' needs in accordance with the dimensions of service quality (servqual). Dimensions of service 
quality will have an impact on customer satisfaction perspective. 
• Perspective Customer Interaction 
Relationship or interaction between the customer and the company is promoted by CV. Lestari Motorindo 
Jaya Indralaya. The company seeks a relationship with existing customers and potential new customers by holding 
events that are held regularly. In addition, customers who make a purchase again or be called by the customer 
repeat orders (RO) should continue woven its communication by asking the state of the motor and also offer 
promos or special programs to make another purchase of vehicles. The Company believes in good customer 
interaction can be seen with the success of the marketing strategy. 
• Perspective of Customer Knowledge 
Knowledge and a good understanding of the customer is needed by the company, where information on 
understanding the customer will be required for consideration in the preparation of the strategy and decision-
making in the company. A company can find patterns of customer behavior more easily. Increased customer 
knowledge will ultimately help companies improve customer satisfaction(Li et al., 2018), Companies can collect 
data characteristics and customer behavior by looking at the data for age, sex, occupation, date of birth, and address 
the integrated database system that can be used as a reference for the company in designing marketing strategies. 
Therefore the company's database system is very concern of companies considering large enough number of 
subscribers. The company also always try to be open to technological developments that are central to this 
perspective. According to Rigby in(Keramati et al., 2010)the role of technology can not be denied, and we expect 
a stronger relationship. CRM technology is important in facilitating the process of information(Jayachandran et 
al., 2005), The company also paid attention to the human resources (HR), to provide training and certification for 
employees and mechanics at the garage. Employee training itself is done in South Sumatra honda main dealer. 
Because the company believes that good of human resources customers will be more loyal to the company. 
4.3 Penetapan strategic objectives of each perspective CRM Scorecard. 
The strategic objective is the result of the interpretation and translation of the vision, mission and strategy of 
the company. The strategic objective is a plan and targets companies that will be realized, which can be used as an 
indicator in assessing the performance of customer relationship management (CRM) company. Here are the 
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CRM Strategy Map illustrates a causal relationship between the strategic objectives in perspective cutomer 
value, customer satisfaction, customer interaction and customer knowledge. Derived from the vision, mission and 
strategy on the CV. Lestari Motorindo Jaya Indralaya 
4.5 Determination Benchmarking, Target and Strategic Initiatives 
The next stage is designing the CRM performance measurement system through the establishment of 
benchmarks, targets and strategic initiatives that are used to achieve the target. Based on discussions and interviews 









4.6 Determination of Weights and Normalization Weighting 
Here is the result of the normalized weighting for each perspective: 
Perspective Strategic Goals Weight 
Customer Value 
The increase in the number of sales 0.25 
An increasing number of customer service 0.75 
Customer Satisfaction 
Increased customer satisfaction 1 
Customer Interaction 
Increasing closeness of the relationship with the 
customer 
0.25 
Utilization of communication media by telephone 0.75 
Customer Knowledge 
utilization database 0.666 
Increasing employee competency 0.333 
 









 After calculation of the performance of customer relationship management (CRM) on each of the 
perspective of CRM Scorecard, then it can be seen how much the performance of CRM on the CV. Lestari 
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5 0.333 1,665 
 
 To measure the performance of Customer Relationship Management (CRM) in the table below value 
perspective gained from assessment of performance measurement. The weight of each performance measurement 
is 0.25. The weight values obtained from the four perspectives yielded a total weight value is 1. Therefore, the 
value of 1 divided by 4, the obtained values. Calculations were performed using the CRM Scorecard method that 
can be seen in the table below: 
 
No. Perspective Score Weight Score 
1 Customer Value 5 0.25 1.25 
2 Customer Satisfaction 3 0.25 0.75 
3 Customer Interaction 2.75 0.25 .6875 
4 Customer Knowledge 5 0.25 1.25 
Total 1 3.9375 
 
4.8 CRM Performance Improvement CV. Lestari Motorindo Jaya Indralaya 
To improve the performance of Customer Relationship Management (CRM) on the CV. Lestari Motorindo 
Jaya Indralaya the authors suggested the following improvements for each CRM Scorecard perspectives: 
1. Repair Customer Value Perspective 
 based on the perspective customer value where the second existing benchmark scores 5 would be in a 
very good situation. But the benchmark increase in the number of customers service have very little time 
difference is measured against benchmarks and targets, so it is also noteworthy. Then the initiative being 
taken by the company is to provide bonuses and attractive offers like giving lottery tickets when the customer 
wants to do a service motorcycle. And also can provide personal marketing to customers to create customer 
confidence to the product you like, and eventually a positive attitude and buying behavior will make an 
important approach to develop product loyalty(Lu et al., 2019), 
2. Repair Perspective Customer Satisfaction 
 Furthermore, based on perspective customer satisfaction get the value of 3, which means having a pretty 
good situation then the initiative needs to be done is to look at the results of a satisfaction questionnaire 




values contained in the queue waiting for a convenient facility with an average value of just 77.68. 
Furthermore, there is the statement provides a comprehensive parts and have a motorcycle repair history 
record with the average value of 78.52 each. Initiative strategy to consider is to improve the quality of sales 
and service. "Quality" is often associated with certification and professional license, which is pursued by 
many companies to ensure that appropriate processes for the efficient and effective service(Tjader et al., 
2013), 
3. Repair Customer Interaction Perspective 
 In perspective customer interactionget a value of 2.75 which means to have a pretty good sense of the 
situation. Then the initiative given that the company must continue to improve customer relationships by 
improving communication between customers by improving the interaction using social media. Companies 
with effective CRM implementation tends to facilitate more effective interaction of customers and better 
utilize the information generated from social media technology(Trainor et al., 2013), And further initiatives 
that the company regularly to always listen and resolve any customer complaints and also to ask and remind 
customers to make service a motorcycle regularly in the company. Because, quality of service and customer 
relations significantly affect business development(Wu and Lu, 2012), 
4. Repair Customer Perspective Knowledge 
 At the customer's perspective knowledgehas a value of 5, which means very good. Then the initiative 
given that the company continued to maintain and improve the competence of employees in the management 
of the customer database so that later the company can easily analyze each customer desires. Because, it is 
important for organizations to improve the ability or practice of the organization through knowledge 
management mechanism or training programs(Wu and Chang, 2012), The main function of CRM technology 
is to collect detailed information about the key decision makers and build a detailed profile of the 
stakeholders. Details such as professional background, education, family, and important dates (eg, birthdays 
and holidays) provides the opportunity for salespeople to build deeper relationships at the individual 
level(Agnihotri et al., 2017), And also improve the CRM technology tool because it can help sales 
professionals capture information about a customer (ie., Personal details to establish a good relationship) is 
more focused on the customer's personal needs(Jelinek, 2013), 
5. CONCLUSION AND SUGGESTION 
Conclusion 
Based on the results of the research that has been done can be concluded that: 
1. The results of performance measurement customer relationship management (CRM) based on the method of 
CRM Scorecard earned value performance of Customer Relationship Management (CRM) is 3.9375, which 
means the performance of CRM on the CV. Lestari Motorindo Jaya Indralaya is working properly.However, 
there are indicators on the perspective of customer satisfaction and customer interaction perspective that the 
value is still lacking. In the perspective contained in the customer satisfaction indicators of increasing 
customer satisfaction, and customer interaction perspective contained in the communication media utilization 
indicator by telephone. 
2. Of the four perspectives in the method of CRM Scorecard gained 7 indicators of strategic goals of companies 
representing every perspective, namely an increase in the number of sales and an increase in the number of 
customer service in the perspective of customer value, then there is an increasing number of customers in the 
perspective of customer satisfaction, and no increase in closeness with customer and utilization of 
communications media by telephone on customer interaction perspective, and the use of databases as well as 
improving the competence of employees in the customer perspective knowledge. 
suggestion 
Based on the results of the research that has been done, the author gives some suggestions as follows: 
1. Performance measurement of customer relationship management (CRM) can be further developed according 
to the needs and development of existing technologies. 
2. Unavailability fanspage on social media to promote the company's products and services. 
3. HR needed to analyze customer relationship management (CRM) to further improve the performance of the 
company's CRM. 
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